Purpose -The article aims to understand how resource constraints are addressed in the development of a marketing strategy by a social enterprise.
Introduction
This paper contributes to the literature on entrepreneurial marketing in the context of social enterprises. Social enterprises are considered a possible future strategy to address a previously untapped and unrecognized market in developing economies (Bruton, 2010; Mair & Martí, 2006; Seelos & Mair, 2005 , 2007 . However, social enterprises might face resource shortages because of their primary focus on a social mission (Wei-Skillern, Austin, Leonard, & Stevenson, 2007) . Furthermore, in a market characterized by financial crises, a social enterprise often has to compete for capital with traditional profit-oriented enterprises. In an enterprise's growing phase, this resource shortage can also affect the marketing function, which is one of the crucial processes for growth (Webster, 1992) . Entrepreneurial marketing has been proposed as an innovative and less resource-intensive marketing method for small enterprises in their growing stages (Bjerke & Hultman, 2002; Chaston, 2000; Gilmore, 2011) .
Extensive discussions in the media and academia are taking place concerning the development of business solutions in resource-constrained environments (Lampel, Honig, & Drori, 2011; Radjou, Prabhu, & Ahuja, 2012; Rowlatt, 2013) . Through a case study (Kannampuzha et al., 2014) of a collaboration between a Finnish university and an Indian social enterprise, the authors demonstrate how a social entrepreneur from a developing country addressed the resource constraints his venture faced during the development of its marketing strategy. The article describes the utilization of university faculty, students and entrepreneur mentors as resources in the social enterprise's branding and product 'This article is © Emerald Group Publishing and permission has been granted for this version to appear here (please insert the web address here). Emerald does not grant permission for this article to be further copied/distributed or hosted elsewhere without the express permission from Emerald Group Publishing Limited.' DOI: http://dx.doi.org/10.1108/JRME-07-2015-0039 development process. We used semi-structured interviews, student reports and field notes for our data collection. We present the concepts of network bricolage (Baker et al., 2003) and entrepreneurship education bricolage as two mechanisms for overcoming the resource shortages of a social entrepreneur. Shaw (2004) conducted a study on the marketing efforts of UK-based social enterprises with the objective of understanding whether an entrepreneurial element prevails in their marketing activities. The paper identified the role of networks in opportunity identification and resource acquisition (Shaw, 2004) . In this paper, we explore this concept through an in-depth case study of the marketing strategy development process of a social enterprise in its initial growth stages.
In this context, the research question that we address is as follows:
RQ1. How does a social enterprise address resource constraints in its marketing strategy development during the start-up phase?
The paper begins with a literature review that examines the methods used to address resource constraints in social enterprises. Next, details on the methodology and the data collection are presented. The case description of collaboration between a social enterprise and an entrepreneurship education faculty follows this section. Following the data analysis of the interviews, we present the discussion of our model for bricolage entrepreneurial marketing. The study's implications and the limitations of the research are presented in the last section.
Literature review
Resources and social enterprises 'This article is © Emerald Group Publishing and permission has been granted for this version to appear here (please insert the web address here). Emerald does not grant permission for this article to be further copied/distributed or hosted elsewhere without the express permission from Emerald Group Publishing Limited.' DOI: http://dx.doi.org/10.1108/JRME-07-2015-0039 Penrose (1956) proposed that firms are defined by the resources that they use to develop products and services. The growth and competitive advantage of a firm is determined by the resources that it possesses. Two firms that possess the same set of resources may develop different products and services using different combinations of the resources. In a new firm, entrepreneurs combine the existing resources to generate heterogeneous resources for new uses (Alvarez & Busenitz, 2001 ). The resource advantage theory proposes that firms strive to achieve better performance through a comparative advantage in the resources that they possess (Hunt, 1997) . Resources that are valuable, rare, inimitable and non-substitutable are crucial for an organization, especially in addressing its marketing needs (Barney, 1991; Srivastava, Fahey, & Christensen, 2001 ). The resource base of a new venture may consist of human, social, financial, physical, technological and organizational skills. For an enterprise in its nascent stages, it is always challenging to acquire the right resources. Resource constraints (Brush et al., 2001; Eggers, 2010) can hinder an organization's growth ambitions in the initial phase, and entrepreneurs engage in several different strategies to address this issue.
Social enterprises are ventures that focus on social value creation in a community in a self-sustainable manner (Austin, Stevenson, & Wei-Skillern, 2006; Hockerts, 2010; Mair & Martí, 2006; Santos, 2012; Zahra, Gedajlovic, Neubaum, & Shulman, 2009) . They propose to solve problems that private companies or the government are unable to solve (Defourny, 2001) . Earnings generation has been identified as one of the key factors for the success of a social enterprise (Bloom & Smith, 2010 organization's social impact in addition to its economic gain (Dees, 2012 (Dees, , 1998 , which can lead to decreased remuneration and compensation for personnel and therefore cause talented individuals to hesitate when considering working for a social enterprise. This scenario adds to the pressure on social entrepreneurs to use their resources wisely (Wei-Skillern et al., 2007) . Weerawardena, Sullivan & Mort (2006) proposed a multidimensional model for social entrepreneurship that is characterized by the dimensions of proactiveness, innovativeness and risk management within the constraints of the environment, sustainability and the social mission. Marketing has been identified as having the potential to contribute to the performance of enterprises in both the for-profit and the not-for-profit sectors (Ewing & Napoli, 2005; Miles, Crispin, & Kasouf, 2013) . Marketing for social enterprises is a two-fold activity that comprises attracting both beneficiaries and funders. Social enterprises compete for donations and other types of support to sustain themselves (Dees, 1998) . During the growth phase of a social enterprise, the entrepreneur might be required to approach different funding sources. As mentioned previously, because an inherent problem of resource shortage exists in social enterprises (Wei-Skillern et al., 2007) , they need to apply unique methods to help them with their marketing strategies and tactics.
The resource constraints in a firm's growth phase force the firm to consider innovative ways to reach out to customers (Eggers, 2010; Stokes, 2000) and investors. Entrepreneurial marketing (Morris, Schindehutte, & LaForge, 2002 ) is an innovative marketing method that has been described as the interface of marketing and entrepreneurship (Carson & Gilmore, 2000; Gilmore, 2011; Jones, Suoranta, & Rowley, 2013a) or as a marketing method for small-and medium-sized companies 'This article is © Emerald Group Publishing and permission has been granted for this version to appear here (please insert the web address here). Emerald does not grant permission for this article to be further copied/distributed or hosted elsewhere without the express permission from Emerald Group Publishing Limited.' DOI: http://dx.doi.org/10.1108/JRME-07-2015-0039 (Bjerke & Hultman, 2002) . Some entrepreneurial marketing tactics include word of mouth marketing (Keller, 2007) , viral marketing (Hinz, Skiera, Barrot, & Becker, 2011) and buzz marketing (Hausmann, 2012; Thomas, 2004) . While analysing the marketing practices of successful entrepreneurs, Stokes (2000) found that they tend to serve a small base of customers and expand based on resource availability.
Furthermore, they emphasized personal contact and word of mouth marketing for the transmission of information to customers, and they obtained market information informally through personal networks.
Mechanisms to address resource constraints
Resource leveraging is one way to approach the scarcity of resources in an organization (Hamel & Prahalad, 1993) . Any organization can attain a competitive advantage by transforming the resources that it possesses into a unique resource mix. However, a new venture may not possess the resources needed to follow several growth strategies. In this case, entrepreneurs will have to first gather the resources they need and then develop unique competencies for the organization. To obtain or attract the resources, entrepreneurs need to leverage their networks (Jones, Suoranta, & Rowley, 2013b) . Thus, entrepreneurs need to specify the resources that the venture needs and discover possible suppliers of these resources (Brush et al., 2001 ). Resource leveraging is the usage of external resources when an entrepreneur in a firm does not possess the required resources for the firm's growth.
When employing resource leveraging, an entrepreneur actively seeks resources that are not readily available (Brush et al., 2001; Wilson & Appiah-Kubi, 2002 Constraint shattering involves challenging the existing situation and performing creative operations to address the constraint.
Bricolage as an entrepreneurial mechanism
Bricolage is one form of constraint-shattering activity that entrepreneurs and the employees in an organization implement (Lombardo & Kvalshaugen, 2014) . In the start-up phase, many entrepreneurs who have insufficient resources manage to utilize the existing resources at hand in new combinations. This approach has been called entrepreneurial bricolage (Baker & Nelson, 2005) . In contrast to resource leveraging, where the entrepreneur searches for external resources, in bricolage the entrepreneur relies on the resources that he already possesses. Levi Strauss (1966) identified the concept of bricolage based on his study on how individuals interact with the environments in which they live. Baker & Nelson (2005) proposed that bricolage consists of three main characteristics: resources at hand, a recombination of the resources at hand for new purposes and making do.
Effectuation (Sarasvathy, 2001 ) is another approach where an entrepreneur builds a company based on the resources that he possesses. Both effectuation and bricolage start with the resources at hand. However, bricolage can be applied to achieve both an unspecified goal with the existing means (effectuation) and a predefined goal using the existing resources (causation) (Baker et al., 2003) .
A bricoleur gathers resources with the aim of there being possible uses for said resources in the future. imply that a solution is highly imperfect; rather it is a construct that forces an individual to act instead of contemplating whether the existing resources will lead to an optimal result (Baker & Nelson, 2005; Bjerke & Hultman, 2013 (Phillips & Tracey, 2007) , social bricolage in social enterprises (Di Domenico, Haugh, & Tracey, 2010) , and intrapreneurship in multinational corporations (Halme, Lindeman, & Linna, 2012) .
Social entrepreneurs are considered experts in mobilizing resources in a manner similar to enterprising bricoleurs (Desa, 2012) .
Bjerke & Hultman (2013) techniques (Bjerke & Hultman, 2013; Hills & Hultman, 2006) . In this paper, we develop this concept using a demonstrative case study of an Indian social enterprise using the resources that it already possesses. We address the question of resource usage in an early-stage social enterprise using a case of marketing strategy development in collaboration with a university. The summary of the literature review is presented in the Table I .
Mechanism Literature Explanation
Ingenuity (Lampel et al., 2011 (Lampel et al., , 2014 Entrepreneur uses creative and imaginative problem solving in resource constrained environments.
Resource leveraging (Brush et al., 2001; Hamel & Prahalad, 1993; Wilson & Appiah-Kubi, 2002) Seeking resources not owned externally through a previously unknown contact.
Effectuation (Sarasvathy, 2001) Entrepreneur in an uncertain environment uses existing resources to develop a new venture.
Entrepreneurial bricolage (Baker & Nelson, 2005; Lévi-Strauss, 1966) Recombining existing resources at hand to develop ''good enough'' solutions to problems. 
Methodology
When a researcher is exploring the 'how' of an evolving phenomenon in which he or she has little control, a case study can be extremely useful (Eisenhardt & Graebner, 2007; Eisenhardt, 1989; Yin, 2009) . The authors used an in-depth case study as the methodology in this study through a revelatory case that provides insightful knowledge of the experience. The data used were collected over a period of two enterprise's team members, an online discussion forum with the students who worked on the marketing project and marketing strategy reports developed by the students. In total, we had 40 informants. The details of the data sources for the paper are provided in Table II . A thematic analysis was performed on the data, and coding was used for the analysis of the transcripts (Auerbach & Silverstein, 2003) . In the interview transcripts, we looked for themes related to the process of how resources were utilized in the development of the marketing strategy. Services such as blood sugar measurement and blood pressure measurement are provided at a kiosk where the patient is charged a small amount, less than one dollar.
A high number of individuals visiting the kiosk would generate good income for the local entrepreneur while providing affordable health services in the non-urban area.
Although the founder hoped to expand the venture to non-urban areas in all regions of India, it experienced resource shortages. To develop strategies for marketing and the growth of the business, the Indian professor approached Global Venture Lab Table III .
Time Period Description
December 2009 Introduction to the Indian health venture case by entrepreneur.
January 2010
Logo development, creation of a support community in Finland, and the creation of a story for donors about the Indian rural health venture are identified as the problems for students to work on.
February 2010
Basic study of the Indian rural health venture and brainstorming by student groups.
March 2010
Discussion with Indian team and feedback on the students' first ideas; presentation of Indian rural health venture to local organizations in central Finland.
April 2010
Presentation of improved logo ideas to marketing company in Finland; pro bono work on improving the logos by the company.
May 2010 Development of Facebook community. June 2010
Final report with suggestions from students. August 2010
Feedback on the final report of the students.
December 2010 First donation from a Finnish organization to the Indian rural health venture. Motherhood package development During a research trip by GVL Finland faculty to India in August 2010, the student reports on the marketing strategy with logo suggestions and future scenario stories for the Indian rural health venture were presented to the venture's management team at IIT Kgp, and feedback was collected. During the trip, it was determined that to scale and expand, the health venture needed to increase trust among the local communities. Because mothers are often responsible for the health care of their families, mothers and children were identified as value customers. It was agreed that an idea similar to the motherhood package provided by the Finnish social 'This article is © Emerald Group Publishing and permission has been granted for this version to appear here (please insert the web address here). Emerald does not grant permission for this article to be further copied/distributed or hosted elsewhere without the express permission from Emerald Group Publishing Limited.' DOI: http://dx.doi.org/10.1108/JRME-07-2015-0039 security system (Lee, 2013) would be appropriate for integration into the Indian rural health venture. In the late Autumn of 2010, students enrolled in the next project management course offered by GVL Finland faculty were introduced to the project to develop the Indian Motherhood Package, which was to be sold through the Indian rural health venture. The GVL mentors collaborated with three student groups and helped them design and develop their ideas for the motherhood package. The students presented their work in three phases with constant feedback from the GVL mentors and the managers of the Indian venture. In the first phase of the project delivery, the students were expected to present the project idea proposal and a timeline for the next two phases. Based on feedback on their ideas from the presentation of the first phase and individual discussions with the mentors, the students were expected to improve their ideas. After improving their ideas based on the feedback, the students submitted a mid-level report and a list of milestones that they achieved in the second phase. In the third phase, the students presented their main ideas and achievements and a 5-min elevator pitch of their idea. The first group of students focused on developing a motherhood programme with services in addition to the products in the package. The second group of students established contacts with Finnish organizations who have worked in the field of healthcare in the rural regions of developing countries. The third group of students focused on the idea of developing sample packages with the help of the Finnish social security system to test the market in India. The various events during the motherhood package development are presented in Table IV . 
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Findings
Based on the thematic analysis, we find the following themes in the process.
Resource constraints
The project had resource constraints from the perspectives of both the social entrepreneur and the students who were involved in the social enterprise's marketing process. Below, we present the resource constraints that we observed in the process.
Lack of money and business experience. From the perspective of the entrepreneur, the venture lacked money and business experience. The entrepreneur lacked money to hire an actual marketing firm for the branding of the social enterprise. The entrepreneur mentioned the following in the interview:
'We had resources, but not money' […] So we […] don't have […] people with real money and real resources and own private capital (Entrepreneur).
The rural health venture had students from IIT Kgp who enrolled for the program at the entrepreneurship faculty. The students had strong educational backgrounds in engineering but limited knowledge of business and marketing theories. In the entrepreneur's own words,
'I wanted to have engineers in IIT to find out how to use their knowledge for business.' (Entrepreneur).
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Lack of information, time and practical experience. From the perspective of the students and the GVL Finland faculty who worked on the projects for the Indian rural health venture, the main resource constraints were information and time. The first problem was posed by the fact that European students were involved in the marketing strategy development of an Indian health-care venture. The venture was still in its initial stages, and it was difficult to obtain up-to-date information. The students had a great deal of difficulty understanding the local Indian culture, which was foreign to them, while developing the marketing strategy. The students felt that the development of a marketing strategy would have been easier if the organization operated in a country that was familiar to them.
As a student mentioned regarding the difficulties encountered in the project:
Being so distant from India. Kind of a difficulty. You don't have the first-hand knowledge of the culture. And maybe, if it was in Russia or Finland or Sweden, you could go there. And it would be easier to share the idea with others. So, the first-hand experience would be important in my opinion. (Student J).
We would have wanted to have a connection to the health venture in India so that they could have verified our idea. We could have had more feedback from them at this point so that we could develop our idea further (Student T).
The solutions for the marketing problems had to be developed within the semester, which was limited time. In addition, the students were troubled by the fact that the entrepreneur himself was not present to provide direct feedback on the students' ideas and proposals: Finally, the students faced several obstacles in their project because of their lack of experience. In the Spring of 2011, the students felt that they could not develop the ideal motherhood package because they did not know about motherhood and healthcare conditions in India. 
I was a bit sceptical because the founders are not here, and we don't have communication with them […]. Of course, I would have wanted to see the founders and actually talk to them, ask their opinion and maybe do some surveys among the customers. I already talked about how we don't have direct access to the founding team […] That's a real problem for me at least (Student P).
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Resources at hand
Existing networks as a resource. The entrepreneur in this case used his personal networks for the development of the marketing strategy. Because the social enterprise was based in an Indian university, it lacked money to hire a marketing agency. At first, he utilized his own funds to start the venture:
And I was at that time using my own personal resources, some amount of money like 10,000 euros (Entrepreneur).
In addition, the professor utilized the students and staff at the entrepreneurship centre, of which he was a part, to develop the Indian rural health venture.
Me and my staff at IIT started an education venture where we were trying to educate rural kids (Entrepreneur).
To develop the marketing strategy, he approached his existing network with the GVL Finland faculty. In reaching out to his university network in Finland, the founding entrepreneur followed an approach of utilizing the skills he could access among his personal networks.
'This article is © Emerald Group Publishing and permission has been granted for this version to appear here (please insert the web address here). Emerald does not grant permission for this article to be further copied/distributed or hosted elsewhere without the express permission from Emerald Group Publishing Limited.' DOI: http://dx.doi.org/10.1108/JRME-07-2015-0039 University students as a resource. The entire process was conducted by utilizing the students at the university as a resource. For the development of the venture, the entrepreneur reached out to the network of universities that collaborated with his own university. The technical solutions for the Indian health centres were developed at IIT Kgp. Students at the GVL Finland and UC Berkeley were involved in the venture's business development. The venture used the easily available resources of the students in the GVL network to help it develop a marketing strategy, and while developing the strategy, the students were aided by mentors who were experienced in marketing. As stated by the entrepreneur;
So IIT students on the technology and deployment, Finland folks on the blending and Berkeley folks on the costs and revenue plan (Entrepreneur).
The students in Finland looked at the social enterprise from a European point of view. They viewed it as a resource that had potential for the Indian rural health venture. One student noted that their freedom could be a beneficial resource:
It's a kind of a benefit anyways because it's such a free environment. Easy to access the project group. Easy to get people in (Student J).
Faculty mentors as a resource. GVL Finland had members with business and entrepreneurship experience who acted as mentors for the student groups. They had previously founded firms and developed growth strategies for start-ups. They helped 'This article is © Emerald Group Publishing and permission has been granted for this version to appear here (please insert the web address here). Emerald does not grant permission for this article to be further copied/distributed or hosted elsewhere without the express permission from Emerald Group Publishing Limited.' DOI: http://dx.doi.org/10.1108/JRME-07-2015-0039 the students during the market strategy development process, and their experience was a resource that all of the students appreciated.
I guess he [the faculty mentor] gave us straight contacts with companies […] names, which might not have been easy to get from a person who doesn't know the business world (Student M).
Recombining resources at hand for new purposes
The collaboration processes involved the usage of university resources in a unique manner. The lack of business acumen among the engineering students at IIT was addressed by utilizing students at a business school in Finland. The abilities that the students from different universities possessed were combined to produce a package that could be used by the Indian rural health venture. Students, the experienced mentors and the entrepreneurs together created a new method of pedagogy. Through this process, the university resources were recombined in novel ways to aid in the development of a new social enterprise.
Students driving enterprises, I have always discussed that with my other colleagues in
Finland. Students are very potent force, but they are unorganized. And then they are not formal. And I am a formal social firm that needs your help (Entrepreneur).
GVL can be a good, healthy foundation, professors and practitioners and venture capitalists and evangelists trying to come together using the university as a platform for bringing IPRs together, the university as a platform to bring people together, the university as a platform to combine research and academics and practitioners into monetizable solutions for problems worth solving. That's the concept in my mind (Entrepreneur).
The group of students that worked on the branding and marketing strategy development consisted of Finnish students as well as international exchange students. The students' majors included languages, natural sciences and business.
The groups consisted of students from varied academic backgrounds such as physics, music, sociology and economics and students from three different 
Making Do
The entrepreneur was trying to make things work, but he sometimes had to make adjustments using non-ideal solutions. The students had to believe that the practical issues were going to be taken care of later. Furthermore, some of the organizations they contacted did not respond because they considered the venture to only be a student project, but the students tried to produce a result that could be usable. They tried to develop solutions in the limited time available to them of one semester.
Get out of the building and do something concrete for the customers and check whether it works or not and stuff like that […] But I think in this case, it was like creating the initial idea that we could […] and actually to test out the business model and get out of the building [… ]but it was as good as it can get for this state that we are in (Student P). I am used to the idea that you have to have the perfect idea and the perfect image about something before you go and talk about it … But now what was done was that you had to be willing to be more creative and just like hands-on the issue and keep contacting the companies (Student E).
Discussion
Based on our data analysis, the bricolage process in the development of a marketing strategy for the Indian rural health venture is summarized in Table V . The constraints of lack of money, business experience and cultural knowledge forced the individuals to recombine the resources they possessed to produce applicable solutions. Utilizing experiences from students' native country in a novel way
Making up for the lack of knowledge of local culture using own experiences The case of collaboration discussed above demonstrates the process of bricolage in the marketing of a social enterprise. Figure I represents the concept of 'bricolage in entrepreneurial marketing' as comprising network bricolage and entrepreneurship education bricolage. In our study we observed the strategies used for marketing by the entrepreneur. We identified two separate processes of bricolage in the marketing strategy development. One was network bricolage through which the entrepreneur accessed resources. The second process of bricolage was the entrepreneurship education bricolage which occurred by using students as a resource to develop the marketing strategy. Both of the bricolage processes are explained in detail below. 
Bricolage in entrepreneurial marketing
Network bricolage
When faced with the constraints of a lack of money and a lack of business experience in his team, the entrepreneur of the Indian health venture adopted the constraint-shattering mechanism of utilizing his available resources through his existing professional and personal networks. The role of networks is considered crucial for marketing in social enterprises (Shaw, 2004) . We identified network bricolage in the process of the collaboration between the Indian social venture and the GVL Finland. Network bricolage is a type of bricolage in which entrepreneurs utilize their existing personal and professional networks as a resource at hand.
Networking has always been crucial for firms in their initial period to help fuel their growth. Researchers have demonstrated that entrepreneurs utilize network resources heavily (Aldrich & Zimmer, 1986; Birley, 1985; Jones et al., 2013b; Mattson, 1997; Ostgaard & Birley, 1996; Vasilchenko & Morrish, 2011) . Whereas networking and resource leveraging implies that the founders of an organization pursue resources from previously unknown people, network bricolage involves already known contacts of the entrepreneur (Baker et al., 2003) . 
Entrepreneurship education bricolage
Another type of bricolage that we observed was what we call entrepreneurship education bricolage, which refers to the process that the students underwent while trying to develop solutions for the problems faced by the Indian health venture. When faced with obstacles, they proceeded with the knowledge that they had. Co-creation in marketing is a term that is normally used to refer to activities that an entrepreneur undertakes to develop new products in collaboration with customers and end users (Prahalad & Ramaswamy, 2004) . In this case study, we observed co-creation with students as a mechanism to address a resource shortage. Teaching is proposed to be a process that involves bricolage (Hatton, 1988) . We identified a bricolage process in entrepreneurship education where previously unrecognized resources were recombined to aid the development process of a social enterprise. The combination of students, faculty researchers, business mentors and university resources of IIT Kgp and GVL Finland were utilized as an ingenuity mechanism to develop creative solutions to address the marketing resource shortage.
Students are an underused resource that entrepreneurs could utilize in novel ways. There is general interest among students in volunteering to work for social enterprises. Entrepreneurship educators should develop their pedagogical process to address these two synergies. Students could design value-adding products and services for an enterprise using social media and modern technologies. From the research case that we presented, it is evident that social enterprises and 'This article is © Emerald Group Publishing and permission has been granted for this version to appear here (please insert the web address here). Emerald does not grant permission for this article to be further copied/distributed or hosted elsewhere without the express permission from Emerald Group Publishing Limited.' DOI: http://dx.doi.org/10.1108/JRME-07-2015-0039 entrepreneurs can utilize the enthusiasm of students to their advantage during their marketing efforts. However, students are inexperienced compared with business consultants, and they require some level of guidance from experienced personnel.
Furthermore, innovative ways to develop marketing strategies and collect feedback from the entrepreneur need to be adopted, as students do not always have direct access to the end customer.
Limitations and conclusions
This paper explored the marketing strategy development process of a social enterprise. The process of entrepreneurial bricolage was identified in the context of analysing the efforts of a social enterprise that was developed through a university's venture creation platform. The case presented a possible example of utilizing students as resources who can help a social enterprise develop its marketing strategy during its growth phase. Social entrepreneurship is proposed to advance macro-marketing (Miles et al., 2013) . In this paper, we responded to the call by Bjerk & Hultman (2013) to examine the broad view of entrepreneurship and its implications on marketing. We identified bricolage in the marketing strategy development process of an early-stage social enterprise. In addition, we observed the role of networks in marketing a social entrepreneurship enterprise (Shaw, 2004) , and we observed the process of network bricolage. However, the research has some limitations.
First, the research was conducted on a single social enterprise based in India, which limits the generalizability of the research to all social enterprises. Future research could examine how ingenuity and specifically bricolage is used in marketing and other processes in multiple social enterprises. Second, the authors focused on 'This article is © Emerald Group Publishing and permission has been granted for this version to appear here (please insert the web address here). Emerald does not grant permission for this article to be further copied/distributed or hosted elsewhere without the express permission from Emerald Group Publishing Limited.' DOI: http://dx.doi.org/10.1108/JRME-07-2015-0039 exploring the marketing strategy development of a social enterprise in collaboration with universities. The field of marketing for a social enterprise has been explored on a small scale in the existing academic literature (Shaw, 2004) , which provides a great opportunity to researchers in this field to analyse the marketing strategy development of various social enterprises. One interesting area to examine would be the usage of social media in funding a social enterprise's search and marketing efforts.
